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Multi-sensory Fixed-Fluid Analysis 
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Filter Client Input; 
Create Multi-sensory 
Strategic Stimulus 
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Immerse Team in Multi-sensory 
Strategic Stimulus 
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Energized Idea Generation Exercises 

(no specific sequence) 
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Multi-sensory Idea Vitality Assessment 




Energized Idea Selection, 
Expansion & Refinement 
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Presentation of Consumer-Ready 
Ideas to Client 



MULTI-SENSORY FIXED-FLUID ANALYSIS 
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Visual Themes - 
Colors, images, 
icons 
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Package shape 
and texture ideas 
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FIG. 3 



